Research on alumni giving behaviour is a very regular feature in the West, which is not limited to the factors which encourage the alumni to give back to the alma mater but also focus on the ideal actions by the alma mater to improve or build better alumni relationships. An alumnus giving back to the alma mater takes can take any form such financial, social, etc. Alumni giving behaviour is valuable to a university, and requires a great understanding of alumni constituents in order to attract the appropriate responses. Alumni at all ages and life stages have much to offer to their alma mater, and it is vital to understand the dimensions of giving behaviour of alumni which will prompt the ideal actions or reactions a university is seeking. Our research broadly identifies five dimensions of alumni giving behaviour -financial giving, social giving, charitable giving, emotional giving and mentorship-oriented giving.
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Introduction
In the past, institutions have had no concrete incentives to keep systematic track of alumni. It is not uncommon to hear of institutions that are still without records of all graduates or even information on the current addresses of living graduates. With emerging needs of educational institutions, alma maters are beginning to understand the significant role that alumni can play in shaping the current and future direction of the institute. Advancement professionals are now spending more time as well as money on alumni relations as compared to what they did few years ago (Paradise, 2016) . Gallo (2017) viewed alumni as "a key enabler to contribute to the university's mission and vision: through giving, both of their time and philanthropic donations". On one hand, academic institution is viewed by their alumni as an educational, networking and support resource for the rest of their life and on the other hand, alma mater see their alumni as the current and future leaders of their communities.
Need and rationale
Higher education institutions in developed countries "have long held a solid alumni-alma mater relationship making them examples to be followed by other countries with a weaker or non-existent alumni culture" (Pedro et al., 2017) . Institutions have now begun to realise and understand the value of connection the alumni share with their alma mater after graduation.
Alumni are vital to institutions of higher education. They represent the university in the real world (Chi et al., 2012) . Whether they are volunteering their time on committees, or at campus events, they are crucial to the survival of the institution. Alumni serve as ambassadors for the university to their communities and states.
Visible alumni successes (CEO's, corporate vice-presidents, etc.) in their careers are often determining factors in recruiting other students to the university (Lawley, 2008) . Weerts and Cabera (2017) defined non-monetary support offered by alumni as "actions outside of charitable giving that advances institutional goals related to enrolment, legislative priorities, program development, and other objectives.
Every educational institution dreams of leveraging its alumni network to its advantage. The land of the Guru-Shishya Parampara certainly deserves this, especially if an institution of learning has made a difference to one's life. One must give back and make a contribution to institutional life for the benefit of future generations. Surprisingly, as compared to the West where the relationships between the educational institutions and graduates are considered to be purely commercial, alumni relationship management in India is more of a fad rather than being well founded. Therefore, through this study we analyse the giving behaviour of alumni and its dimensions in context of Indian Higher Education.
Alumni giving behaviour
Drezner (2017) "viewed alumni support not only as something that individuals give, but also as something that institutions cultivate". Alumni are important to the continued health and prestige of an institution. They act as key to the institution's continued growth and success. Alumni are an institution's past, present and future. Alumni support their alma maters through distinction in their careers, mentoring current students, hiring graduates, speaking in classes, referring prospective students, and providing financial assistance. Alumni support is becoming more necessary than ever.
Various researchers including Clotfelter (2001 ), Van Horn (2002 , Monks (2003) , Hoyt (2004) , Gaier (2005) , McDearmon and Shirley (2009 ), Newman and Petrosko (2011 ) and Etzelmueller (2014 have confirmed that the respondents who indicate that they had a good experience while attending this university are more likely to be donors and have better opportunity to develop a strong relationship with the alma mater.
The importance of 'friend-raising' before fund-raising is increasingly acknowledged (Myran et al., 2003; Tromble, 1998; Weinstein, 2009; Gallo, 2017) , however, there is little empirical data and academic literature to support or critically analyse the stages of institutional advancement.
Social giving behaviour
By donating time, expertise or money, alumni are described as the most valuable resource for an alma mater (Tromble, 1998) . Support is the altruistic stage: the institution yields the ultimate benefit from the relationship with their alumni. The support stage goes beyond philanthropy, involving extensive alumni service, such as through an alumni-student mentorship programme, alumni representation on the governing body, and alumni-run companies offering career options for recent graduates. Through college advisory boards, prominent alumni are lending their experiences and expertise to help higher education leaders formulate strategic directions for their institutions (Weerts, 1998) . Weerts and Ronca (2007) found that the supporter alumni are more likely to have attended events organised by the institution such as cultural activities, awards ceremonies, athletic events or visited campus libraries or the student re-union since graduation. In addition, veteran alums may serve as mentors to young alumni who are moving to a new town and/or establishing their careers and job prospects. And when it comes to recruiting students, experts claim that dollar for dollar, nurturing an alumni recruitment program is a better investment than placing an advertisement (Fogg, 2008) . According to Weerts et al. (2010) , alumni report that their main objective is to engage in service-oriented behaviours. The support behaviours were grouped into two areas: volunteerism and political advocacy. Within these two categories, contacting legislators (political advocacy) and recruiting potential students (volunteerism) yielded the highest percentages of involvement. Further, Weerts and Cabera (2017) used person-centred approach to classify alumni supporters and non-supporters in a four-class model: political advocates, apolitical recruiters, super engaged alumni, and disengaged alumni.
Financial giving behaviour
In West, by the mid-to-late 1950s, university endowments were not providing sufficient growth to meet the needs of most institutions, and higher education leaders turned to alumni to boost endowment yield through support of the alumni fund (Curti and Nash, 1965) . Alumni responded and, since the late 1950s, alumni have remained one of the top three sources of private giving to higher education. During 1979, college and university alumni overtook foundations and non-alumni individuals to become the largest source of private gifts to higher education.
Although public colleges and universities have made significant progress at fundraising, one area of fundraising with which they struggle -compared to their private peers -is that of alumni giving. Private colleges and universities enjoy annual contributions from a much higher percentage of the alumni they solicit than do publics. According to the voluntary support of education (VSE) survey, conducted annually by the Council for Aid to Education (CAE), charitable contributions to colleges and universities in the USA increased 7.6% in 2015. The top 20 fundraising institutions together raised $11.56 billion, 28.7% of the 2015 total. The top fundraiser was Stanford University, which raised $1.63 billion followed by Harvard University which raised $1.05 billion. Contribution made by alumni raised from $9,850 in 2014 to $ 10,850 in 2015. Private funding, including alumni giving, has climbed from $2.1 billion in 1965 to $57.48 billion in 2016 (Giving USA Foundation, 2016) .
Research consistently showed that engaged college students are more likely to become engaged college alumni and that alumni engagement is a predictor of alumni giving (Monks, 2003; Hoyt, 2004; Gaier, 2005; Weerts and Ronca, 2007; Weerts, 2010; Zabatta, 2017) . Drezner (2017) established "the role of social identity in shaping alumni engagement with their alma mater" and "found that respondents who shared at least 1 marginalised social identity with students profiled in fundraising solicitations are more likely than others to assign more importance to the cause and to give greater amounts". Though altruism has been found to be the primary trigger for alumni giving behaviour, but it is not the only reason behind alumni donations. It has been suggested that motivation for philanthropy also stems from an alumnus's sense of obligation to repay his or her institution (Faisal, 2017) . Alumni can give back to their institution either financially or socially. Till now most of the studies have focussed on the financial giving behaviour of alumni where alumni may contribute to alma mater by giving annual fund or special occasion funds. They may also encourage others to give to their alma mater. Contributions to alma mater through non-financial means may include planned giving which may include assets such as: securities, cash, life insurance, personal property, real estate, or part of your retirement plan. Alumni can volunteer with alumni association/state, contact legislators on behalf of their alma mater and hosts alumni related activities. Alumni can volunteer its time with institution by serving on committees or advisory boards. Veteran alumni can also act as mentor to young alumni by helping with career, providing networking opportunities, etc. Alumni can help alma mater by extending internship or externship to the current students and/or sponsor a student intern in their particular field of employment.
Research methodology
This paper attempts at answering the research questions through Literature review as well as administering survey questionnaire. Based on literature review study, a 17-items questionnaire was developed. The questionnaire had two parts, part-A was purely focused on collecting demographic details and part-B contained questions pertaining to giving behaviour of alumni. The questions were rated on Likert scale of five points ranging from one to five with five being the highest level of response (strongly agree) and one being the lowest (strongly disagree). Reliability of the questionnaire was tested to be Cronbach alpha 0.870. According to Nunnally (1978, p.245 ) the instruments used in basic research have reliability of about .70 or better.
Data was collected from two management institutions of Delhi/NCR-one private and other public institutions offering management education. Survey was conducted during the alumni meet of the respective institutions. Out of 200 solicited participation numbers, total usable forms received were 181, signifying a response rate of 90.5%.
Data analysis
The first section of the questionnaire collected the demographic information of the respondents such gender, age, employment status, year of graduation, etc. followed by items relating to alumni giving behaviour.
Demographics
Among the respondents around 80% were male and rest were female alumni. One hundred fifty-five alumni were aged less than 33 years. Almost all the alumni have pursued full-time course at their alma mater. Mean professional experience was 3.5 years with a standard deviation of 2.3 years. The responses collected were analysed using exploratory factor analysis (EFA) techniques to explore the dimensionality of alumni giving behaviour.
Results
Before proceeding with results of EFA, we need to check certain assumptions for the data used in the research study. For the same, Bartlett's test of sphericity and the Kaiser-Meyer-Olkin test of sampling adequacy (KMO) were used for assessing the strength of the relationships and suggesting factorability of the variables (refer Table 1 ). The null hypothesis of Bartlett's test states that the observed correlation matrix is equal to the identity matrix, suggesting that the observed matrix is not factorable (Pett et al., 2003) . Bartlett's test produced a significant test result, rejecting the null hypothesis. Bartlett's test provides evidence that the observed correlation matrix is statistically different from a singular matrix, confirming that linear combinations exist. KMO value is more than 0.50 indicating the existence of shared variance in the items. The result of EFA is given in Table 2 . From the table, it can be seen that all five factors listed have significant loading from three items or more. Given in Table 2 a brief explanation of the factors obtained by the tool. Table 3 shows the items that loaded on factor 1. By going through the items, we see that they include those items that are used to measure only the financial giving behaviour of alumni such as making financial donations to the alma mater in current year or in future which may only increase over a period of time. Also includes serving of alumnus as fund-raising volunteer for the alma mater. We labelled this dimension as financial giving behaviour. Cronbach's alpha ( ), which measures internal consistent reliability, came out to be 0.865 for the dimension. Table 3 Items loading on factor 1
Items Loadings
I will make financial donation to alma mater sometime in the future .891
I will make financial donation to alma mater this year .887
I anticipate my financial support of the alma mater to change in the future .840
Serving as a fundraising volunteer .533
The items that loaded significantly on factor 2 are given in Table 4 . It includes those items that are used to measure the social giving behaviour of alumni on campus and which involve current students such as participation in sports events organised in alma mater, coordinating or assisting in the events organised within premises of alma mater and sponsoring internships of current students of the alma mater. We labelled this dimension as social giving behaviour. Cronbach's alpha ( ) for the dimension came out to be 0.817. Factor 3 has four items that load on it (refer Table 5 ). There seems to be consistency among the items as all loaded items pertained to giving for charitable causes. Alumnus likes to give to other charitable causes rather than alma mater. This reaction of alumnus may have resulted from no efforts by alma mater to elicit giving behaviour or because there is no perceived need for financial support by alma mater. We labelled this dimension as charitable giving behaviour. Cronbach's alpha ( ) came out to be 0.761 for third dimension of alumni giving behaviour. Table 6 shows the items that loaded on factor 4. Factor 4 signifies the mentorship orientation of alumni. It includes those items which impact the career prospects of the current students such as participation of alumnus in mentoring program, assisting in the recruitment of students as well as helping current students in exploring the career option. We labelled this dimension as mentorship-oriented giving. Cronbach's alpha ( ), which measures internal consistent reliability, came out to be 0.863 for the dimension.
Table 6
Items loading on factor 4
Items Loadings
Mentoring programs .811
Assisting students in exploring career options .796
Assisting in recruiting students .793
The items that loaded significantly on factor 5 are given in Table 7 . It includes those items that are used to measure the giving behaviour of alumni off campus such as participation in reunions/homecoming, coordinating or assisting in the events organised outside premises of alma mater and alumnus volunteering with alumni association. We labelled this dimension as emotional giving behaviour. Cronbach's alpha ( ) for the dimension came out to be 0.829.
Table 7
Items loading on factor 5
Items Loadings
Reunions/homecoming .834
Coordinating or assisting in events off campus .792
Volunteer with alumni association .565
Discussion
The studies till now on alumni and their relationship alma mater have focussed on the factors which elicit the giving behaviour of alumni towards alma mater. The giving behaviour has mostly been studied in monetary terms rather than social or dutiful giving back. Indian culture, by its history, inculcates values of philanthropy, selfless service and doing an activity without any expectation of any reward. Alumni of Indian origin whether it's the Indian Industrialist Ratan Tata who gave US$50 million in 2010 to Harvard Business School which has been acknowledged as "the largest international donation in the Ivy League university's 102 year history" or another major Indian Industrialist Anand Mahindra who in year 2010 billed the 'largest gift for the study of humanities' in Harvard's history, now renamed as Mahindra Humanities Centre. This sparks a debate on why US universities benefit from Indian generosity while Indian universities languish in under funded misery. The same Indian alumni have made it big in their life because of an Indian education but have failed to give back to their home institutions. Financial giving behaviour by alumni to Indian institutions is not completely absent but they are few and far between and pale in significance beside the huge donations, often by the same donors, made to western universities. Nandan Nilekani, former CEO of Infosys, donated $2.6 million to IIT-Bombay, his alma mater, to build a new hostel wing (Shroff, 2012) and Prabha Kant Sinha, who runs a marketing and sales consulting firm in the US, announced a $2 million contribution towards his alma mater-IIT-Kharagpur for research into bio fuels, is often spoken about (Mishra, 2011) . Indian alumni likes to participate in sports events organised at their alma mater, assist in organising the events within premises of alma mater and sponsor internships of current students of the alma mater. This has been described as social dimension of alumni giving behaviour. At IIT-Madras, various initiatives have been instituted to engage alumni with the alma mater including a 'leadership lecture series' which bring the current students and faculty to interact face-to-face with their illustrious alumni. Alumni are also being invited to indulge in 'campus immersion', wherein they choose to spend several weeks at a time on Campus, to work on projects collaboratively with faculty and students.
Roots of philanthropy in India are ancient and deep. The ethos of 'giving' in India is clearly 'personal', in comparison to the institutionalised charitable giving practiced in the West. But the last two decades in particular has witnessed a trend towards more organised charitable giving in India. Indians show a very strong commitment to supporting their extended family and community, which can be a caste, village or other social group. A recent report conducted by charities aid foundation (CAF) India revealed that at least 24% of Indians gave money to friends, neighbours and colleagues. 53% of donors also believed that if they lent money to relatives and were not repaid, it was a donation. Thus, Indian alumni exhibit charitable giving behaviour. Alumnus likes to give to other charitable causes rather than alma mater.
Alumni Relationship Committee at Institute of Technology and Management (IMT) has started with series of lectures to current students on each industry by its eminent alumni of respective industry. Whereas Indian School of Business (ISB) initiates the interaction between would be students and alumni prior to their enrolment at ISB. They organise a meet with ISB alumnus over a cup of coffee to let them know more about one-year post graduate program in management from someone who has experienced it firsthand. Career awareness and career coaching sessions are conducted at IIT Kanpur by alumni, which are named as 'tips from the top' where the students discuss their anxiety about next step post IIT. Recently, IIM-A has bagged board approval for opening up a new faculty position for alumni with no academic background. Known as 'professor of management practice', it will be a full-time faculty position for a minimum of three to five years. This initiative is one of the institute's multiple efforts to elicit relationship giving alumni behaviour from alumni.
Alumni of Management and Engineering institutions across India like to participate as alumnus in organising reunion/homecoming at the alma mater, in coordinating or assisting for events off the campus and also volunteer with alumni association. At IIM Ahmedabad alumni have option of designating their gift to the alma mater for unrestricted as well as specific use. Such options include providing financial support to students who are unable to support their education at IIM Ahmedabad, funding to organise, host International and National seminars, etc. Alumni may wish to remit towards the activities of the Alumni Relations Centre which may be used in promoting Alumni Relations across the globe.
Implications for practitioners and researchers
These findings have implications for practitioners in two ways. First, at the theoretical level, the study contributes to the theoretical understanding of alumni giving behaviour in the Indian context. The practitioners can now understand as to what items are useful in measuring alumni giving behaviour. At the operational level, the practitioners will be able to quantify the alumni giving back to their alma mater as per described dimensions and based on the evaluation, alma mater may like to take certain actions to encourage more giving behaviour from alumni toward the alma mater.
Limitations and directions for future research
As with any new measure, further research is needed to refine construct validity, as scale development is an iterative process. The sample was male dominated (about 80%) and the lack of female respondents could have possibly limited the results in their generalisability across population.
Further work should concentrate on identifying the factors which impact and/ or mediate the giving behaviour of alumni towards their alma mater in the Indian Higher Education context. This will enable the alma maters to derive maximum benefit for itself and current students from huge database of alumni.
Conclusions
Present study contributes to the alumni giving behaviour literature by evaluating the dimensions of alumni giving in Indian Higher Education. The study led to conceptualisation of 5 dimensions of giving behaviour which are most applicable to the Indian culture and argues strongly for considering societal culture in the process of alumni giving behaviour. The five dimensions of giving behaviour identified arefinancial giving, social giving, charitable giving, emotional giving and mentorship-oriented giving. The dimensions provide a basic framework to measure giving behaviour of alumni towards alma mater operating in India. The study makes a new beginning in the domain of alumni research in India. Further research is need in the domain of alumni giving behaviour testing its relationships with possible antecedent variables, its consequences and the possible implications of these relationships.
